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Abstract 
Central Northeastern Thailand Tourism Branding, supporting the ASEAN Economic Community, the objectives are: to study the 
existing markets; analyze the provinces’ tourism branding; and propose guidelines for the northeastern region’s branding. The 
research methodology is the mixed method of quantitative and qualitative; the literature and research reviewed were incorporated 
with the field survey in the upper northeastern region. The questionnaire used a quota of 382 samplings. The qualitative analysis 
of the stakeholders’ interviews revealed. With the information acquired the researcher developed the central northeastern 
branding. Finally, the data was analyzed from tourists’ behavior for an initial branding in excellent rank. 
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1. Introduction 
In the past, the government was mainly behind the promotion of nation branding, such as tourism and investment. 
However, in the 21th century not only does the government support nation branding, but people both inside and 
outside of the country also get more involved in the promotion of nation branding with an approach strategy. 
Furthermore, private sectors are participating more in the process of nation branding through Public Private 
Partnership (PPP). The reason why more groups of people are turning to support nation branding is because the trend 
of democracy is spread widely, bringing about western-like political values globally. As a result, the public is more 
aware of politics, such as direct democracy, showing their own ideas through a variety of media, participating in 
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directing the national administration including policy setting, and showing the move forward to public policies. The 
evidences can be readily found in many places. For example, the Slovene government hired a private company to 
design a market research-study-based campaign to examine people’s attitudes from all walks of life. Moreover, 
Mexico City had a competition for designing brand identity of the city. The competitors in Mexico, other nearby 
cities and even foreigners were welcomed in the competition having a winning prize of one million pesos (or 75,000 
U.S.).  Also, the U.S. established a non-profit organization named “Brand USA” in collaboration with government 
and private sectors (Public-Private Partnership or PPP) in order to launch campaigns advertising American tourism 
for countries around the world. For all the reasons thereof, national branding promotion in the 21st century requires a 
rigorous assessment (Kriengsak, 2012).  
Tourism Authority of Thailand (Manager Online, 2011) stated concerning the current situation on nation branding 
that “in the past, each province advertised its own brand, sharing similar strategies without the concern of its 
identity; meanwhile, tourists preferred visiting places having their own identity. However, although Tourism 
Authority of Thailand used to encourage each province to use a plan for promoting branding, it seems many places 
failed to proceed”.  
According to ASEAN Tourism Forum hosted by Thailand during 10-14 October 2010, tourism services and 
qualitative tourism competition were promoted in order for ASEAN to become one of the world-class destinations 
and therefore tourism information was advertised on behalf of ASEAN (ASEAN Brand). In 2011, the meeting 
agreed to change the theme from ‘Visit ASEAN’ to ‘Visit Southeast Asia, Feel the Warmth’ which was more well-
known to tourists than the word “ASEAN” (Thailand Press Release, 2010). 
Preparing to join the Asian Economic Community requires research on province branding for tourism of 
provinces in the upper northeastern region of Thailand in order to gain some market shares in ASEAN.     
The researcher has suggested guidelines for the development of tourism branding for the central northeastern 
provinces. The tools employed for the development are as follows; a branding manual, exhibition booth activities, a 
tourism manual, a project website, tourism brochures and souvenirs.   The current research is entitled “Central 
Northeastern Thailand Tourism Branding, supporting the ASEAN Economic Community”. It is a part of the project 
plan “Enhancing the Capacity of the Northeastern Region to ASEAN One Destination”. This is a kind of applied 
research, integrating the knowledge of philosophy, sociology, and economics.  
The objectives are: 
(1) To study the existing market of tourism;  
(2) Analyze the provinces’ tourism branding;  
(3) Propose guidelines for the northeastern region’s branding.  
2. Literature Review 
Referring to tourism branding, the brand was defined by Wheeler (2012) as “the whole variables bringing about 
meaning to products as well as the mindset of people derived from surroundings possibly, including memories since 
childhood.”  
Venkatachalam & Venkateswaran (2010) stated that “geographic locations, such as organizations or products are 
able to determine brand and objectives of branding. In other words, making people aware of pleasant location 
contributes to good image” Hassan, Hamid & Bohairy (2007) found that most of the tourism activities happened at 
destinations. Grängsjö (2003) found that the concept of tourist attractions should focus on both customers and 
producers. The success of destination marketing is not only from push factors called (the force of market demand) 
but also from pull factors (supply-side factors), vitally affecting the success of making product brand especially, 
from destinations. Kotler et al. (2006) revealed that product branding was the most effective weapon. Marketers 
facing with tourists (Morgan, Pritchard & Pride, 2004) stated that successful brands needed to be able to pass their 
expectations from a memorable experienced journey in explicit relation to destinations.  The image of product or 
organization in the perspective of target groups makes its product or organization uniquely different from others.  
(Wongmontha, 2009) defined the word “Brand” as an abstract thing because it was an image in the target groups’ 
mind.  Brand is a living memory as well as a covenant between an organization and a target group. (Kriengsak, 
2012) stated about the concept of nation branding, they aim to strengthen the nation’s competitive potential in order 
to attract investors, tourists, skilled labors and also to be powerful on the stage of  international negotiation. Oruma 
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Prayunratna, manager on the committee of Temporal Brand Consulting (Thailand) limited explained two ways of 
thinking on branding to Manager Weekly, a local newspaper. She stated that the branding tools in the temporal 
context comprised two main factors: 1) strategy and 2) implementation by developing marketing from businesses. 
This focuses on product management administration and functions or quality of products and services to marketing 
used strategies based on the 4P's principle and three more P's, namely, people, process and presentation. Some offers 
are adapted to meet the demand of customers by focusing on market-share strategy, aiming at market targets, product 
identity, concern about the customers’ mindset and subcategorizing brands per the 3I's as follows: 1) Brand 
Identity—focusing on identity of the brand in the customers’ mind and reasoning on how the brand is good and 
different from others, using reason-based analysis to find gaps no one else has considered. In brief, the key aspect of 
this brand is  decision-making based on reasons; 2) Brand Image—focusing on imaging and experiencing as well as 
drawing people’s attention through the five senses, sight, taste, smell, sound and touch, and convincing people to go  
along with it; and 3) Brand Integrity—brotherhood, decency, reliability by providing rewards, guaranty or 
confirmation. Also, returning benefits back to society, the nation or the environment is another way to reinforce the 
reliability of the brand. (Kriengsak, 2012)  
The tourism image, applied from Martín & Ignacio (2008); Pike (2004); Baloglua & McCleary (1999), consists of 
1) awareness 2) attitude 3) tourist attraction quality 4) destination awareness 5) tourist attraction familiarity 6) 
tourists satisfaction and 7) tourists loyalty. 
Making brand, applied from Wheeler (2012); Kriengsak (2012); Wongmontha (2009); Aziz, Kefallonitis &  
Friedman (2012); consists of 1) Brand Identity and Different Brand 2) Brand Integrity) 3) Brand Image) 4) Brand 
Content 5) Brand Idea 6) Brand Communication 7) Brand Quality 8) Brand Awareness 9) Brand Recognition 10) 
Brand Loyalty and 11) Brand Experience  
ASEAN Economic Community (AEC) which comes from The Association of Southeast Asian Nations (ASEAN) 
is a political and economic organization of ten countries located in Southeast Asia, which was formed on 8 August 
1967 by Indonesia, Malaysia, the Philippines, Singapore and Thailand. Since then, membership has expanded to 
include Brunei, Cambodia, Laos, Myanmar (Burma) and Vietnam. Its aims include accelerating economic growth, 
social progress, socio-cultural evolution among its members, protection of regional peace and stability, and creating 
opportunities for member countries to discuss differences peacefully. (Association of South East Asian Nation, 
2012) 
Central Northeast Provinces – according to the cabinet’s agreement on 15th January 2009, the setting up of 18 
groups of provinces scattered nationwide was approved. The middle northeast comprised four provinces including 
Kalasin, Khon Kaen, Maha Sarakam, and Roi-et. The operation center was located in Khon Kaen with the Khon 
Kaen governor as the acting chief.   
 (The Office of Strategy Management, 2009) envisioned the provinces in the middle northeast: Roi-et, Khon 
Kaen, Maha Sarakam and Kalasin i.e. “Roikaensansin” as a combined “trading center, service provider, agriculture 
industry, and pleasant society (Roi-Kaen-San-Sin, 2009) 
3. Research Methodology 
This research is the mixed method of quantitative and qualitative and consists of the literature reviewed 
incorporated with the field survey, to collect information on the tourism marketing situation in the upper 
northeastern region. The questionnaire used a quota 382 samplings, divided into four tourists’ groups: 96 Roi-et 
tourists, 136 Khon Kaen tourists, 75 Mahasarakam tourists, and 75 Kalasin tourists. The investigation is aimed at 
tourist behaviors, image of tourist attractions, and branding in the central northeastern provinces as “Sinsai The 
Wonder”  
The qualitative analysis of the stakeholders’ interviews revealed that the existing condition of the brand situation, 
is at the low level. The tourists who came to Roiet, Khon Kaen, Mahasarakam, and Kalasin from the sampling 
mostly went to Phra Maha That Kaen Nakorn in Khon Kaen, Phra Maha Chedi Chai Mongkol in Roiet, Phra Barom 
That Nadoon in Mahasarakam, and Lampao Dam in Kalasin.  
With the information acquired the researcher developed the central northeastern branding based on the booth 
activity, tourism destination guidebook, website, brochures, leaflets, and branding manual. The tourists also agreed 
to fabricate an image and branding, to represent the central northeastern region for AEC tourism. 
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Finally, the data was analyzed with the mean, and standard deviation from tourists’ behavior for an initial 
branding, in the excellent rank. 
4. Result 
The present study examines the current situation of branding for tourism in the central northeastern provinces. It 
was found that 4 four provinces in the middle northeast, namely  Kalasin, Khon Kaen, Maha Sarakam, and Roi-et, 
were united under the brand “Roi-Kaen-Sal-Sin”, showing its beauty of art, culture and nature. Moreover, it is 
regarded as a trading center, service provider, agriculture industry, and pleasant community. Its tourism is also 
unique in terms of cultural and natural tourist attractions. 
The results below are the data analysis from the part, personal data, derived from tourists visiting Roi-et, Khon 
Kaen, Maha Sarakam, and Kalasin. They are presented in the table as follows: 
 
       Table 1: General information and respondents’ behaviors  
Questions  Answer (of highest frequency) Percentage (%) 
Have you ever visited Roi-et, Khon Kaen, Maha Sarakam, 
or Kalasin? 
Yes 89.53 
What is your gender? Female 58.12 
How old are you? 25 -29 years 18.32 
What is your marital status?  Single 50.52 
What level of education did you complete? Undergraduate level 60.99 
What do you do for a living? Student  31.15 
What is your average income per month? Less than 15,000 baht 19.63 
What attraction in Roi-et do you first think of?  Phra Maha Chedi Chai Mongkol  46.07 
What attraction in Khon Kaen do you first think of?  Pramahathat Kaennakorn 46.34 
What attraction in Maha Sarakam do you first think of?  Phra That Na Dune (E-sarn Buddhist Diocese) 75.92 
What attraction in Kalasin do you first think of?  Sirinthorn Dinosaur Museum  42.41 
What type of attraction is the most popular? Cultural attraction  52.09 
What attraction is the most popular in Roi-et? Phra Maha Chedi Chai Mongkol  10.73 
What attraction is the most popular in Khon Kaen? Pramahathat Kaennakorn 11.78 
What attraction is the most popular in Maha Sarakam? Phra That Na Dune (E-sarn Buddhist Diocese) 9.16 
What attraction is the most popular in Kalasin? Lampao Dam 7.33 
Who did you come along with? Family  38.22 
How long is your trip for? 1 day 47.61 
What source of tourism information do you rely on the 
most?  
Friends and relatives 68.85 
 
       Table 2: The image of tourist attractions in the middle northeastern provinces  
 The image of tourist attractions Average Meaning 
Cognitive Image 3.96 agree 
Affective Image 3.86 agree 
Quality Awareness  3.98 agree 
Destination Awareness 3.83 agree 
Familiarity with Attractions  3.77 agree 
Tourists’ Satisfaction  3.66 agree 








           Table 3: Branding of the middle northeastern provinces as “Sinsai The Wonder” 
Branding Average Meaning 
Brand Identity and Different Brand 3.71 agree 
Brand Integrity 3.75 agree 
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Brand Image 3.78 agree 
Brand Content 3.92 agree 
Brand Idea 3.92 agree 
Brand Communication 4.07 agree 
Brand Quality 3.61 agree 
Brand Awareness 3.64 agree 
Brand Recognition 3.54 agree 
Brand Loyalty 3.72 agree 
Brand Experience 3.96 agree 
5. Conclusion and Discussion of Findings 
The current situation of tourism marketing is for the group of central northeastern provinces consisting of 
Kalasin, Khon Kaen, Roi Et, Maha Sarakham under the name “Roi-Kaen-Sarasin” with a collaboration between 
government agencies and private sectors in order to develop culture, art and nature. It was found that cultural 
attractions were popular among the tourists. Furthermore, this area is abundant in the beauty of art, culture and 
nature. It is also the center of trading, services, agriculture industry as well as being a livable society.  The tourism in 
this area has its own identity in association with the study of Clifton (2014); that is, the successful branding was 
likely from the image of attractions in relation to pictures presented to tourists. For example, when thinking of Italy, 
people think of hi-speed innovative vehicles; meanwhile, for Japan, people are likely to imagine advances in 
technology and electronics. Therefore, to be successful in branding in the central northeastern provinces, there 
should be plenty of information and advertisements about cultural and natural attractions in conjunction with the 
study of Elliot (2011).  
According to the findings on the image of tourism in the central northeastern provinces, quality awareness and 
cognitive image are important in the perspective of tourists in accordance with the study of Hosany et al. (2006) 
Marzano & Scott (2009) and Clifton (2014). Since this is a time of fast and easy-to-use information, tourists are able 
to access the sources of tourism information in which they are interested, such as accommodations, restaurants, 
transportation, and other facilities. The abundant information is vital in order for tourists to make a decision to visit a 
certain attraction. Moreover, province branding in the central area of the northeastern region is in relation with the 
study of Qu et al. (2011) and (Wheeler, 2012); that is, Brand Communication is the most influential factor among 
tourists since the communication branding reassures tourists of the existence of an attraction. In addition, with the 
provision of good communication, good image and good experience, it is able to draw tourists’ attention to visit the 
central northeastern provinces.    
The way of provincial tourism branding in the central northeastern provinces for the approaching Asian 
Economic Community or AEC is making “Sinsai The Wonder” brand applicable from the local tale of Sinsai or 
SangSinchai in association with the concept of Tongsopa & Saehang (2010); that is, Sinsai is compared to an E-sarn 
precious literary heritage of the Lan Chang people, making central E-sarn attractions well-known. It is recommended 
that the province branding develop the following things:1) exhibition booths 2) a tourism manual 3) a tourism 
website 4) tourism brochures 5) tourism leaflets 6) a branding manual. This is in harmony with Hoppen et al. (2014) 
and Marzano & Scott (2009); that is, the development of branding contributes to the promotion of tourism. 
According to Lee (2011) it takes collaboration and participation from people in communities in order to sustain the 
development of tourism.  
6. Recommendation  
According to the present study, the researcher recommends these following ways of to promote province tourism 
branding in the central northeastern provinces: 1) working with local communities by having a government network 
or educational institutes participate in developing, as well as supporting the understanding of province branding so 
that it can bring jobs and revenue to the communities 2) studying documents or doing research about history of 
tourist attractions 3) working on a tourism data base and circulating abundant information through the internet to 
stimulate both Thai and foreign tourists to come visit. [The information to be provided on the internet are 1) the 
name of attraction  2) location 3) contact number, fax, and e-mail 4) travelling information 5) accommodations 6) 
souvenirs 7) nearby attractions 8) pictures 9) local restaurants 10) promotions 11) history and 12) updated news 
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about attractions] 4) Improving places of the attractions to meet the requirements of the tourists responding to the 
questionnaire and 5) Providing memorable things for tourists which are meaningful to the attractions where the 
tourists visit, such as 1) Design Exhibitions 2) documentation 3) price tag with brief information 4) websites with 
local fabric and a web board for exchanging information 5) trip programs 6) product logos showing identities of the 
attractions 7) stationery products, such as pen or pencil cases 8) magazines 9) calendars 10) briefcases 11) hats or 
caps 12) lady’s bags 13) t-shirts 14) jeans 15) boy or girl cartoon characters 16) hand-made containers with new 
logos, such as woven bamboo boxes or baskets, paper boxes, phone cases or i-Pad cases 17) key rings and 18) 
photos.  
7. Originality/value  
This research is the first of its type and can serve as a platform for future research, practically integrating the 
design in branding destinations. 
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